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Dewasa ini, perubahan dan perkembangan industri properti meningkat secara pesat. 
Beberapa faktor yang mempengaruhi perkembangan ini antara lain suku bunga yang 
stabil dan meningkatnya daya beli. Untuk dapat terus bersaing di market, tentunya 
perusahaan harus senantiasa melakukan promosi. Bentuk promosi yang paling 
berpengaruh dalam keputusan pembelian di Indonesia adalah Advertising dan Word 
of Mouth. Dalam dinamika persaingan pasar, Jakarta Design Center sebagai salah satu 
pusat Desain dan Arsitektur ternama di Indonesia hendaknya memaksimalkan 
penggunaan dua tools marketing tersebut untuk membentuk citra merek dan 
menguasai market seluas mungkin.Dalam penelitian ini, penulis menguji besarnya 
pengaruh dan hubungan antara Advertising dan Word of Mouth  terhadap Brand 
Image dan dampaknya terhadap Keputusan Pembelian dengan menggunakan metode 
Path Analysis. Hasil dari penelitian ini menunjukkan bahwa ada kontribusi yang 
langsung, kuat, positif dan signifikan antara Advertising terhadap Word of Mouth, 
Advertising terhadap Brand Image, dan Word of Mouth terhadap keputusan 
Pembelian. Dalam penelitian ini diketahui bahwa Advertising memberikan pengaruh 
tidak langsung terhadap keputusan pembelian melalui variabel Word of Mouth dan 
Brand Image. Dari penelitian ini, Jakarta Design Center disarankan untuk lebih 
memaksimalkan fungsi komunitas di Jakarta Design Center dan menambah fasilitas 
penunjang untuk meningkatkan Brand Image Jakarta Design Center, baik dalam 
komunitas design maupun dalam masyarakat luas. 
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Today, changes and developments in the property industry is growing rapidly. 
Several factors affect the development of, among others, interest rates stable and 
increasing purchasing power. To be able to continue to compete in the market, of 
course, companies must constantly do promotions. Forms of promotion of the most 
influential in purchasing decisions in Indonesia are and Word of Mouth Advertising. 
In the dynamics of market competition, Jakarta Design Center as one of the leading 
architecture and design centers in Indonesia should maximize the use of these two 
marketing tools to establish a brand image and wide market master mungkin.Dalam 
this study, the authors examine the magnitude of the effect and the relationship 
between Advertising and Word of Mouth of the brand image and its impact on the 
buying decision using Path Analysis. The results of this study indicate that there is a 
direct contribution, strong, positive and significant relationship between the Word of 
Mouth Advertising, Advertising on Brand Image, and Word of Mouth to purchase 
decisions. In this research note that Advertising provides indirect influence on 
purchase decisions through the variable Word of Mouth and Brand Image. From this 
research, Jakarta Design Center is recommended to maximize the function of 
community in Jakarta Design Center and adds support facilities to enhance Brand 
Image Jakarta Design Center, both in the design community and in society at large. 
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